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The Bureau o f Business and Economic Research is the research and public
service branch o f The University o f Montana’
s School o f Business Administration.
The Bureau is involved in a wide variety o f activities, including economic
analysis and forecasting; health care, forest products, and manufacturing industry
research; and survey research. The latest information about these topics is
published regularly in the Bureau’
s award-winning magazine, the Montana
Business Quarterly, which is partially supported by Wells Fargo.
The Bureau’
s Economics Montana forecasting system provides public and
private decision makers with reliable forecasts and analysis. These state and local
area forecasts are the focus of the annual series o f Economic Outlook Seminars, cosponsored by First Interstate Bank, the
Bureau, and respective Chambers of Commerce in Billings, Bozeman, Butte, Great Falls, Helena, Kalispell, and Missoula.
The Montana Poll, a quarterly public opinion poll, questions Montanans about their views on a variety of economic
and social issues. The Bureau also conducts contract survey research and offers a random-digit dialing program for survey
organizations in need o f random telephone samples.
The Health Care Industry Research Program examines markets, trends, industry structure, costs, and other high
visibility topics in this important Montana industry.
Research on the forest products industry has long been an important part of Bureau operations. While emphasis is
placed on Montana’
s industry, the cooperative research with the U.S. Forest Service involves most o f the western states. A
recently-formed research consortium including the Bureau, the Forest Products Department at the University o f Idaho, and
the Wood Materials and Engineering Laboratory at Washington State University addresses forest operations and utilization
problems unique to the Inland Northwest.
The Bureau, in cooperation with Montana Business Connections, recently expanded the scope o f its ongoing wood
products manufacturing research to include all o f Montana’
s manufacturing industries. Through this program, a
comprehensive statewide electronic information system will be developed.
Bureau personnel continually respond to numerous requests for local, state, and national economic data. Don’
t
hesitate to call on Bureau staff members if they can be o f service to you.
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LEWIS AND CLARK

The Thomas Jefferson Foundation, which owns and operates Monticello, pulled
out all the stop s — and enlisted the help o f the U.S. Army’
s Old Guard Fife and
Drum C orps for January’
s official kickoff o f the Lewis and Clark Bicentennial
commemoration.

TOM BAUER

Lewis and Clark Slept H ere
Trail States Hope Expeditions Bicentennial is a Boon
by Sherry Devlin

N

Officially launched on Jan. 18 at Jefferson’
s mountaintop
ever has an American president delivered so
home in Virginia, the expedition’
s bicentennial has given
spectacularly on a promise to Congress as did
signature events,”multi-day
Thomas Jefferson when he commissioned the Lewis andbirth to a dozen so-called “
celebrations spanning the American continent and three and
Clark Expedition.
a half years.
Two hundred years ago this past January, Jefferson asked
At last count, 17 states claimed some piece o f the Lewis
the leaders o f his infant nation for $2,500 to mount an
and Clark story, hoping to attract history buffs and touring
exploratory mission into “
uncharted territory”- for the
families during the bicentennial years. Advocacy groups hope
purpose, he promised, o f “
extending the external commerce
to use the commemoration to draw attention - and dollars o f the United States.”
to a litany o f preservation-minded causes. Government
Did he ever.
agencies look to d o some o f both: attract visitors to public
Jefferson’
s Corps o f Discovery claimed for America an
lands and waterways, and attract dollars for maintenance and
expanse o f land barely imaginable then or now, rich in
improvements.
natural resources, wildlife species and indigenous people.
“
Lewis and Clark float a lot o f boats,”said Jon Campbell,
American commerce - and history - would never be the
whose job it was at January’
s inaugural event to show off the
same.
handiwork o f the U.S. Geological Survey.
Now, two centuries later, the Lewis and Clark Expedition
is itself a moneymaker.
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LEWIS AND CLARK

TOM BAUER

Blackfeet tribal leaders were among about 50 Montanans who
attended the bicentennial kickoff at Monticello, Thomas Jefferson's
elegant home in Charlottesville, Va.

Crowded into a conference room at the University of
Virginia with dozens of other exhibitors, Campbell was on
orders to call visitors’attention to a display of historic and
modern-day maps - the Geological Survey’
s handiwork.
“
We are the federal agency that does what Lewis and
Clark did,”he said. “
We’
re still out there, noting the soil
conditions, vegetation, stream flows, and animal species.
They made maps, we make maps.”
Across the room, all-in-green rangers for the U.S. Forest
Service handed out wildflower seeds - all species recorded in

Lewis’
journals. A booth or two away, an Army Corps of
Engineers retiree was dressed as Pvt. John Thompson, a
surveyor who enlisted in the U.S. Army so he could accom
pany the captains west.
An adjoining ballroom was filled to overflowing with
promotional exhibits for states along the explorers’cross
country route. Kansas was giving away leather coasters
emblazoned with a bicentennial logo. Montana had lapel
pins, as did North Dakota. A tourism official from Oregon
was handing out posters of his state’
s rugged coastline. The
Missouri delegation was dressed in period costumes.

Montana Business Quarterly/Summer 2003

3

LEWIS AND CLARK

“
All the federal agencies have poured dollars into maintenance and infrastruc
ture, getting ready for the b icen ten n ialsh e said. “
So w eve already benefited.
Those amenities are going to bring people to Montana for
years and years after the bicentennial has come and gone.
- Norma Nickerson

Back at his station, Campbell - the USGS mapmaker explained: “
This commemoration has the attention o f a lot of
people whose attention we would like as well.”

Promote it and They May Come

But the Lewis and Clark bicentennial is not a “
build-itand-they'will-come”event.
“
N o way,”said Carl Wilgus, director o f Idaho’
s Division of
Tourism. “
Promote it and they may show up.”
Wilgus took advantage o f the inaugural event to convene
a meeting o f tourism officials and journalists from across the
country. “
Interest in the Lewis and Clark bicentennial is
growing,”he said. “
But we all want to see more growth and
it’
s not going to happen unless we make it happen.”
A nationwide survey released that afternoon —including
work by The University of Montana’
s Institute for Tourism
and Recreation Research - provided the proof. A repeat o f a

survey conducted in 2000, the new report showed a threefold
increase in public recognition o f the bicentennial. Fifty-one
percent o f the 1,670 people surveyed nationwide said they
were very or somewhat interested in the expedition.
Still, public recognition o f the hundreds o f upcoming
bicentennial events remains low. Just 11 percent o f those
surveyed had seen bicentennial advertisements or news
stories; 89 percent had not.
“
We’
ve got to make sure that every story is told,”said
Cindy Tyron, Lewis and Clark tourism manager for South
Dakota. “
We’
ve all got to get the word out about this
amazing event.”
Eight percent o f those surveyed said they were likely to
visit Montana in the next three years; 4 percent said they’
d
probably visit Lewis and Clark sites during their visit. Sixtythree percent o f those surveyed said they were very unlikely
to visit the Lolo Trail.

Thousands o f academicians and Lewis and Clark buffs
attended the bicentennial's inaugural event on Jan. 18.
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LEWIS AND CLARK

Overall, 61 percent o f the respondents said they were not
likely to visit any o f the trail states during the next three
years. And 88 percent o f the total were not likely to visit
Lewis and Clark sites or events.
Respondents familiar with the bicentennial commemoration were much more likely to visit Lewis and Clark sites. For
example, 44 percent of those familiar with the bicentennial
showed an interest in the Lewis and Clark Interpretive
Center in Great Falls - 34 percentage points higher than the
interest shown by respondents overall.
“
It all goes back to awareness,”said Wilgus. “
The more
awareness we can create, the greater our visitation will be.”
Events - things to see and do - are important, said Norma
Nickerson, director o f UM’
s Institute for Tourism and
Recreation Research. Forty-seven percent o f those surveyed
said they’
d like to attend a bicentennial event. Forty-one
percent were interested in attending a re-enactment. A third
wanted to participate in an interpretive hike or tour; they
wanted a bicentennial experience.
“
The Lewis and Clark bicentennial is unlike any other
event we’
ve ever seen,”Nickerson said. “
There’
s a different
dynamic. For one thing, the story moves - and so, therefore,
does the commemoration.”
At best, trail states may see a slight increase in tourism
during the bicentennial summers (2003-2006), she said. But
while folks are in town, they’
ll want to see something about
Lewis and Clark - a place or event they wouldn’
t have visited
in the past.

Figure 1
Future and Past Visitation to Lewis and Clark
Commemorative States, 2002

Source: Plog Research.

TOM BAUER

The Lewis and Clark Fife and Drum Corps, a group o f teen-agers from St. Charles, Mo., is
traveling the country over the next few years, performing at bicentennial events. In June, that
found them atop Lolo Pass, playing traditional Revolutionary War tunes at the grand opening of
the new visitors' center.
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LEWIS AND CLARK

Stephenie Ambrose Tubbs, whose late father Stephen
Ambrose wrote the most popular account o f the expedition “
Undaunted Courage”is one o f the most optimistic voices
among the bicentennial organizers.
“
If we pull this off, if we do this right, then we will have
people coming back to Montana for the rest o f time,”said
Tubbs, who lives in Helena and recently completed her own
guide to the expedition, “
The Lewis and Clark Companion.’
'
People who come to Montana during the bicentennial, are
treated well and have a good time will come back another
year, she said. “
And they’
ll tell their friends. This is a good
economic thing for our state. And it’
s good for Montanans to
take pride in our history.”

States Compete for Visitors

The invitation was 12 pages long and in full color. Lewis
and Clark arrived in what is now North Dakota in October
1804, it said. They needed winter quarters; the Indian chief
Sheheke graciously obliged.
“
If we eat, you shall eat,”he promised. “
If we starve, you
must starve also.”
So come learn about North Dakota’
s plans for the
bicentennial o f Lewis and Clark’
s winter at the Mandan
villages, the invitation said. “
You won’
t starve.”
Indeed. When North Dakota treated journalists to lunch
at the bicentennial’
s kickoff earlier this year, a dozen maroonshirted greeters were waiting at the door with lunch boxes
chock full o f food and souvenirs: a roast beef sandwich, chips,
a cookie, a packet o f honey cured bison jerky (“
It’
s a thunder
ing stampede o f flavor”
) and a Sacagawea chocolate bar from
the Mandan Drug and Soda Fountain.
The White Shield Drummers of the Fort Berthold
Reservation were there, as were craftswomen o f the Mandan
and Hidatsu tribes. As the drummers chanted, the women
TOM BAUER
distributed necklaces and medicine bags hand-crafted for the
The Lewis and Clark Bicentennial provided the impetus for
occasion.
construction o f the new Lolo Pass Visitors’Center and Rest
Then a maroon-shirted man took the stage and began
Area by the states o f Idaho and Montana, U.S. Forest Service
extolling the virtues o f North Dakota, and the reasons why
and the Federal Highway Administration. The facility straddles
his was a must-see stop on the Lewis and Clark Trail.
the Montana-ldaho border on U.S. Highway 12.
“
W ho is that?”one o f the journalists whispered to a
cohort from North Dakota.
“
The governor,”came the reply.
“
I don’
t think we are going to be inundated,”Nickerson
States from coast to coast are doing their best to lure the
said. “
If we do this right, we can be prepared. We don’
t want
would-be hordes o f trail-following tourists as the commemo
anyone to be turned away or disappointed.”
ration moves north and west over the next three years.
For Montana, one o f the bicentennial benefits will likely
“
History is big in the tourism business,”said Tony O ’
Leary,
be a realization that the state has more to offer than Glacier
an outdoor recreation specialist and spokesman for the West
National Park or Yellowstone, she said. T here’
s a new Lewis
Virginia Division o f Tourism. “
Heritage tourism is really the
and Clark Interpretive Center in Great Falls, and a visitor
buzz in our field. It’
s something you can touch and feel.”
center on U.S. Highway 12 atop Lolo Pass. Travelers’Rest is
Since when was West Virginia on the explorers’St. Louisa newly christened state park with a weekly slate o f events.
“
All the federal agencies have poured dollars into mainte
to-Astoria route?
“
Actually, this bicentennial has been a good history lesson
nance and infrastructure, getting ready for the bicentennial,”
for our tourism division,”O ’
Leary said. “
Clark was never in
she said. “
So we’
ve already benefited. Those amenities are
West Virginia, but Meriwether Lewis made some important
going to bring people to Montana for years and years after
the bicentennial has come and gone.”
stops here.
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“
O f course, it was called Virginia back then.”
West Virginia’
s lock on the bicentennial was secured in
late spring 1803, when Lewis traveled to the federal armory
at Harper’
s Ferry for supplies, then to Wheeling for the
expedition’
s red pirogue.
“
Remember how they had to fight off grizzly bears in
Montana?”O ’
Leary said. “
Well, they got the rifles in West
Virginia. D o you know about Lewis’collapsible iron boat?
He got that in Wheeling.”
“
Certainly, people know what happened from St. Louis
on, but back East we are just grasping the magnitude o f the
preparation that went into the journey,”he said. “
The
expedition’
s Eastern legacy is a noteworthy chapter in
American history.”
And?
“
And a great way to draw people to West Virginia,”
O’
Leary said.
When planning began for the bicentennial commemora
tion, there was quite a bit o f jockeying for rights to the
inaugural event: “
The journey began here.”Charlottesville
and Monticello won, O ’
Leary said, by arguing that the
expedition actually began in the mind o f Thomas Jefferson,
who commissioned the Corps o f Discovery during his
presidency.
Harper’
s Ferry responded with its own claim: “
The
journey was supplied here.”
Bicentennial organizers have welcomed all comers, and
will continue to do so. “
Pretty much, a state just has to stand
up and say they’
re interested. We welcome them all,”said
Clint Blackwood, executive director o f Montana’
s Lewis and
Clark Bicentennial Commission.
Officially, the expedition crossed land now claimed by 11
states - known as the “
trail states,”for purposes o f the
bicentennial. Six other states have a more tenuous suppliedthem, trained-them, gave-birth-to-them connection.
Trail states welcomed the interlopers, at least in part, for
political reasons, Blackwood said. “
We needed to include the
Eastern and Ohio River states to enhance the salability of the
Lewis and Clark bicentennial to Congress. From St. Louis on
west, there aren’
t a lot of us. We don’
t have much political
pull.”
Congress is not financing the bicentennial, but it has
funded key projects: the Lewis and Clark Interpretive Center
in Great Falls, a planned visitor’
s center at Pompey’
s Pillar, the
purchase of Travelers’
Rest State Park near Lolo, the National

Park Service’
s traveling exhibit Corps o f Discovery II.
The bicentennial kickoff at Monticello was successful in
whetting the national appetite for the expedition’
s story,
Blackwood said. But coming events will have to do more to
attract interest outside “
the Lewis and Clark family.”
“
As we move across the country, we need to think about
how we can attract the non-Lewis and Clarkers,”he said.
“
People have so many choices o f where to go. They need to
be enticed. Why should they come to Montana for a week or
two, or to North Dakota, rather than to some other place?
We’
re going to need creative, intelligent marketing.”
Montana already enjoys a strong tourism economy, so it
comes to the bicentennial with considerably brighter pros
pects than does North Dakota or other less-visited states,
Blackwood said. “
We don’
t want to double the visitation, for
example. We have 9.5 million non-residents coming to the
state each year now. If we had a 5 or 10 percent increase,
that would be a lot.”
What worries Blackwood is the potential for Lewis and
Clark burnout before the commemoration officially reaches
Montana. The expedition didn’
t cross into what is now
Montana until the spring o f 1805.
“
When I first took this job, I told people Montana would
be a big part o f this thing all through the bicentennial,”he
said. “
As it drew closer, reality set in. I don’
t want to sell the
ranch yet. Now I’
m saying we are a part o f the national
commemoration, but our big show will be in ’
05 and ’
06. If
we can pull off those two summers, that’
s going to be our
achievement and our success.”
N o one knows how to plan for the Lewis and Clark
commemoration, Blackwood said, because there’
s never been
anything like it. The Olympics last a couple o f weeks. March
Madness lasts a month. Nothing goes for three and a half
years. Even the national bicentennial was a one-summer
proposition.
O nce again, he said, “
we are in uncharted territory.”□

Sherry Devlin is a reporter at the Missoulian newspaper and
teaches public affairs reporting at The University o f Montana’
s
School o f Journalism.
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GREAT HARVEST BREAD CO.

The Great Harvest Bread Co. in Butte.

Baking Dough,
M aking D ou gh
Key Ingredients o f a Montana Franchise
by Amy Joyner

G

reat Harvest Bread C o.’
s new East Coast owners
haven’
t changed much about the Dillon-based
chain o f bakeries.

The bread still tastes great, and free slices are still offered
to customers at each o f the 155 bakeries and 19 satellite
stores. An open management structure allows individual
franchisees to operate in the manner that best suits their
individual businesses, and employees are encouraged to
balance work and family so the job doesn’
t interfere with
day-to-day life.

8

Montana Business Quarterfy/Summer 2003

In fact, those are the very attributes that attracted the
group o f East Coast investors who bought the company two
years ago, said Andy Bills, one o f the owners and Great
H arvest’
s executive vice president. “
We loved the product.
As we spoke to customers about Great Harvest, everybody
s almost cult-like.”
had great things to say. It’
“
N o changes were necessary, which was really encourag
ing,”he added. “
We loved the culture. The company and
people in Great Harvest cared about each other, and cared
about balancing work and life with family.”

GREAT HARVEST

Though Bills keeps his home in High Point, N.C., he also
manages the company from an office in Dillon. “
We do a lot
of traveling to keep the company in Montana,”he said, and
that has helped to calm fears the new owners would move
Great Harvest out o f the Big Sky State.
“
I’
m sure that was a huge fear initially,”Bills admitted.
Initially, the new owners held an off-site retreat to talk about
the company’
s longstanding core values, which remain its
foundation: “
Be loose and have fun. Bake phenomenal bread.
Run fast to help customers. Create strong, exciting bakeries.
And give generously to others.”
“
We also have made a real commitment to Montana,”he
said. “
We’
ve really fallen in love with Montana. We love
Dillon and the community. We will always be in Montana.
That is where our wheat comes from.”

Baker’
s Men

Great Harvest chief executive officer Mike Ferretti joins
Bills in overseeing day-to-day management o f the nationwide
corporation. Ferretti previously worked for and owned a
franchised sandwich shop. Through his franchise-industry
connections, he learned that Great Harvest’
s founders, Pete
and Laura Wakeman, were looking for potential buyers.
Ferretti wanted a franchise that fit his “
ideal list”and
suggested to Bills that they investigate.
Bills’20-year background in sales and marketing for a
Fortune 500 company made him an ideal partner for the firm.
Other key management members include board chairman
Nido Qubein and board members Marcus Fariss and Bill
Millis. Many o f the investors met at church in High Point.
Qubein, an accomplished author on leadership, communi
cation, and sales skills, is chairman of an international
consulting firm. H e is a highly sought-after business consult
ant and travels the country offering motivational speaking,
teaching, sales training and productivity skills. As director of
15 organizations, including a Fortune 500 financial institu
tion with $75 billion in assets, he has received many presti
gious awards, including the Ellis Island Medal o f Honor.
Great Harvest’
s two other board members also have
extensive financial experience. Fariss is a former bank
president and managing partner o f an investment firm; Millis
develops real estate in North Carolina.
The five men took the reigns o f Great Harvest in 2001,
when the Wakemans moved on. However, being new owners
didn’
t mean a new, more rigid corporate philosophy would
take over. Not every Great Harvest franchisee is as disci
plined as the Wakemans, who believed strongly in separating
work and home, and strictly limited their business involve
ment to 1,000 hours a year. Employees are still limited to a
40-hour workweek and must leave the bakery for lunch.

—
— “
“
“
~~~~~~~~~~~^
Company Profile
The com pany: Great Harvest Bread Co., headquar
tered in Dillon, with an additional corporate office
in North Carolina.
B usiness: Franchiser o f freedom-based retail
bakeries that make soft-crust bread and associated
products from Montana-grown wheat freshly milled
at each bakery.
Size: 204 franchised bakeries, including155
bakeries open for business, 24 under contract but
not yet open, 19 operating as satellites o f existing
bakeries, and 8 satellites opening soon.
S a les system -w ide: $64 million in 2002.
Ownership: Andy Bills, executive vice president:
Mike Ferretti, chief executive officer.
B oard M em bers: Nido Qubein, Marcus Fariss, and
Bill Millis. Purchased in June 2001 from founders
Pete and Laura Wakeman.
Em ployees: Franchiser has 28 em ployees in
Montana and North Carolina.
M ontana bakeries: Billings, Bozeman, Butte, Great
Falls (the original store), Missoula, and Whitefish.
Founded: 1976
First franchise sold : 1978

GREAT HARVEST BREAD CO.

The whole-wheat flour used for Great Harvest
products is stoneground daily at each bakery.
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GREAT HARVEST BREAD CO.

Each bag o f whole-wheat flour used for Great Harvest breads is
meticulously tested in the Dillon test kitchen.

Recipe for S u cce ss

Another precept o f the original ownership remains:
community involvement, either through activities or dona
tions. A favorite company program, known as “
Baker for the
Day,”encourages each franchise to open on a typical day off
and donate the entire day’
s proceeds to a charity that’
s
important to both the employees and customers. There is no
pre-determined, corporate-level charity; each franchise is
free to help groups within their community.
Even with all those standards, little else is the same from
store to store. Great Harvest does not dictate every detail
their franchisees must follow. That would take away the
unpredictability and fun from the individual bakeries, Bills
believes. Great Harvest doesn’
t even require that its franchi
sees use the same bread recipes. Stores can be painted in any
color scheme and use individual promotions.
Instead, Great Harvest sets its franchisees free after a oneyear apprenticeship to run their stores in the generations-old
mom-and-pop approach. The company tells owners to
experiment and do what works best for them. Creative ideas
are passed on to other store owners through the Great

10
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Harvest “
learning community.”
Through both formal and relaxed exchanges o f informa
tion, owners learn what has and hasn’
t worked at other
stores. The information sharing includes:
• Top 10 list. The Montana office publishes an internal
list o f the 10 best-performing bakeries in 14 statistical and
financial categories - total sales, net profits, payroll, cost of
ingredients, utilities, promotions, and “
continuing educa
tion.”If a store’
s owners have trouble keeping advertising
costs under control, they can talk with other bakery owners
about how to streamline promotional payouts.
• Best Measures report. The Dillon office shares a
typical Great Harvest income statement and statistical
analysis to provide a benchmark for identifying their stores’
strengths and weaknesses.
• T h e Numbers Club. Members o f this club join
voluntarily and open their books not only to the parent
company, but to other member bakeries. This allows compari
sons with fellow franchisees. The corporate office scores each
store’
s sales figures, and rates the owners’performance in

GREAT HARVEST

many specific categories. That allows franchisees to form
business and mentor relationships with others in the club.
• The Breadboard. The Great Harvest internal Website
is accessible only to the company’
s employees. Various
business announcements like equipment for sale and personal
information such as birthdays and anniversaries can be
posted. There is also a chat room for discussing a variety of
subjects (new recipes, notes on maintaining equipment,
promotional advice), articles (external press coverage, stories
written by staffers, research reports), and archives that
enable owners to pull up ideas, advice, and information on
their specific concerns.
In 2001, the investors strongly believed in each of those
programs, Bills said. “
One o f the great things about Great
Harvest is the learning community - being totally open with
each other. It helps benchmark where you should be as a
bakery owner.”

Enhancing the Company

Great Harvest continues to receive more than 5,000
inquiries a year from people who want to learn more about
operating one o f the company’
s franchises. From those
requests, roughly 300 formal applications come in, yet Great
Harvest only offers 24 to 30 franchising opportunities each
year.
“
Controlled, steady growth is the most healthy,”Bills said.
“
We want to open strong and exciting bakeries. We want the
infrastructure and support in order to do that.”Most
franchisees open one store; a few open a second outlet.
“
What we really look for are owner/operators,”Bills said,
“
not just managers.”
Bills is excited by the continuing, and in fact expanding,
pace of growth. Great Harvest grew by only five to seven
stores a year before he and others bought the company.

Making the Menu

Great Harvest has some breads that are standard in each
store, yet owners are encouraged to experiment to deliver the
breads that local customers like best. The core menu
currently includes 9-Grain, Dakota, Cinnamon Chip,
Cinnamon Swirl, Cinnamon Raisin Walnut, and savory
breads such as Spinache-Feta and Cheddar Garlic. Bills
added: “
What we teach our bakers to do is have a variety in
their bakeries - muffins, cinnamon rolls, cookies. The key is
Great Harvest doesn’
t put any additives or preservatives or
added fats into anything we bake.”
Keeping all products the highest quality requires extensive
testing o f wheat crops in Montana. Bills explained: The
wheat is grown in the Golden Triangle o f Montana
(Chouteau, Pondera, and Teton counties). It is tested for
protein and gluten content, and then shipped in 5-pound
bags to Dillon. At company headquarters, a research and
development specialist sees that the individual bags are

“
One o f the great things about
Great Harvest is the learning
community —being totally
open with each other. It helps
benchmark where you should
be as a bakery owner.”
-A n d y Bills

processed in a stone mill that grinds it into flour. If the flour
looks and feels right, the wheat is put through a “
sponge and
dough process”to make sure it rises and kneads correctly.
It is essential that the rounded bread loaves are the
correct size, bake right, and are pretty, Bills said. Finally,
researchers let the bread sit and then sample slices to ensure
the bread is rich and hearty. Only then is a shipment of
wheat approved. Farmers send a bag from each lot; up to 70
percent is rejected. If it is not used for Great Harvest breads,
the grower is notified. The bread is typically given away after
test baking.
Each individual bakery mills the wheat into flour each day
because the wheat berry has a limited shelf life once it is
crushed. “
We use it within 24 to 48 hours,”Bills said. The
bakeries pour the wheat into a mill, where it is crushed
between stones, making it stone ground. The wheat is ground
one day and used the next for baking Great Harvest’
s breads,
ensuring freshness. Milling wheat on-site just prior to baking
keeps products fresh for 12 days on a kitchen shelf.
While whole-wheat flour is milled in each location,
unbleached white flour is purchased from various suppliers
nationwide. This year in Dillon alone, 48 recipes are being
tested using all types o f ingredients for quality control. As
bakeries need flour, Montana farmers send an average of 10
to 12 bags o f 60 pounds each to distributors. All franchisees
are required to buy Great Harvest wheat.
But as are many things in the company, the final product
isn’
t the same from one franchise to another. Great Harvest
bread isn’
t the hard-crust, tear-apart, baguette-style bread.
These bakeries produce big soft loaves, mainly for sandwiches
and toast. The core 2 1/2-pound loaves go for $3 to $5 each,
and a bakery usually produces enough to gross the $450,000
that a typical franchise takes in each year. Overall, the
company’
s revenues exceeded $64 million for 2002, with the
profit to Great Harvest franchises totaling about $4
million.O
Amy Joyner is a writer and a publications assistant at The
University o f Montana Bureau o f Business and Economic
Research.
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ON THE MOVE

DONNA FINSTAD

The flight from rural to urban Montana has made gh ost towns o f som e of
the burgs. The author's mother attended this now-abandoned school in
Pendroy, Montana in the 1930s.

Population on the M ove
Montanans Follow Opportunities for
Education, Jobs, and Happiness
by James T. Sylvester

M

y grandparents moved to
Montana before the
Great Depression - my father’
s
parents from Nebraska, my
m other’
s from Virginia. They
setded in Fergus and Teton
counties respectively, and raised
their families on farms there.
When she graduated high
school, my mother left Montana for
college in Colorado. My father left,
too, albeit to serve in the U.S. Navy
during World War II. Both eventu
ally ended up at what was then
known as Montana State Univer
sity in Missoula, where they met
and married.
After college, my parents moved
BBER
to southwestern Montana, first to
Many young people who leave rural towns d o so,
Sheridan, later to Wise River. They
in part, because o f the slow social scene.
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raised a pair each o f boys and
girls, moving over the years to
Grangeville, Idaho, and finally
to Elko, Nev. When I graduated
from high school, I also left
home for school in Utah, where
I married and moved to
Missoula. One o f my sisters
went to college in Boise, Idaho,
married and lived there for a
few years, then moved to
Sandpoint. My parents moved,
too —this time to Reno, Nev.
My youngest sister moved with
my parents to Reno, and later
came to college in Missoula,
where she lives today. My
brother remained in Elko for a
time, before following his
girlfriend to Boulder, Colo.
They eventually married.

ON THE MOVE

After retirement, my parents returned to Montana, to the
Bitterroot Valley, where they continue to enjoy themselves.
And now a new generation is starting to wander the West:
My son graduated high school last year and headed to Boise
for college. W ho knows where he will land.
My family’
s mobility is not an unusual phenomenon in
Montana; I offer our story, in fact, because it is the story of
many families. Ours is a population on the move, following
opportunities for education, jobs, and happiness into, out of,
and across the state. Just think of your family. Were you bom
in Montana? Did you live outside Montana for any length of
time? Have your children left the state for college or jobs?
At the Bureau o f Business and Economic Research, we
compiled migration histories for a random sample o f Montan
ans, and found the median number o f moves to be four. Most
moves were triggered by high school graduation or marriage,
although there were a variety of factors influencing whether
an individual stayed or moved away. Limited economic
opportunities prompted many moves, as did a perceived
adverse social climate or the lack o f basic community
services. Family ties and M ontana’
s comfortable and scenic
surroundings held onto others. What residents like most
about our state are its “
place qualities,”including its rural
nature.
The BBER also conducted two major surveys over the past
two years, the first a survey of northern Great Plains resi
dents for a symposium on depopulation issues, the other an
attempt to estimate the number o f Montanans available to
take new or different jobs. The Montana Poll, the Bureau’
s
quarterly survey o f households statewide, provided yet
another source o f mobility data.
Here is a snapshot o f what we learned:
Nearly half o f the Montanans we surveyed were lifelong
residents o f their community (Figure 1). About a third had
moved at some point, but had not moved for the past five
years and were very unlikely to move again. (And when we
talk of moving, we mean a move from one community to
another, not a move within town.) Roughly 80 percent o f our
state’
s residents have not shown a tendency to move.
Central to the stay-at-home predisposition o f many
Montanans are our communities - the matrix of families who
live near to one another, schools that both educate children
s social center, churches and other groups
and serve as a town’
that bring people together, healthy businesses that provide
jobs and services, and well-run governments that deliver
essential services such as fire and police protection. The
interrelationships o f these elements of a community affect a
household’
s mobility. D o we stay or do we go?
About 9 percent o f our respondents had moved within the
state of Montana during the past five years. About 6 percent
had moved into the state from elsewhere, and another 4
percent had come home to Montana; thus our finding that
90 percent of respondents had lived in Montana continu
ously over the past five years.
Mobility, as my own fam ily’
s story illustrates, is greatly

Central to the stay-at-home
predisposition o f many
Montanans are our commu
nities - the matrix o f families
who live near to one another,
schools that both educate
children and serve as a
towns social center, churches
and other groups that bring
people together, healthy
businesses that provide jobs
and services, and well-run
governments that deliver
essential services such as fire
and police protection.

Figure 1
Mobility off Respondents

Source: Bureau o f Business and
Economic Research, The University
o f Montana-Missoula, 2002.

influenced by age. About half of those interviewed who were
more than 60 years old had never moved; another 10 percent
had not moved recently. About 40 percent o f the respon
dents between 30 and 59 years of age showed little mobility.
But nearly 80 percent of those under age 30 had moved in
the last few years. O f those who had moved, about a third
relocated within the state, a third moved to Montana from
out-of-state, and a third moved back to Montana.
So who will be here five years from now?
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Figure 2
Who Will Be Here in Five Years?

But why do so many
o f our young people
plan to leave? About
40 percent mentioned
the need to improve their
economic lot. ...Most
troubling were the one in
five who said they just
wanted to get away.

Source: Bureau of Business and Economic Research,
The University o f Montana-Missoula, 2002.

Figure 3
Why Do You Plan to Leave?

Source: Bureau o f Business and
Economic Research, The University o f
Montana-Missoula, 2002.

Recently, the Bureau o f Business and Economic Research
started asking survey respondents their likelihood o f moving
over the next five years (Figure 2). So far, we’
ve found that
respondents over age 30 show little inclination to leave
Montana. More than 80 percent o f those over 30 said they
would probably remain in the state. Roughly half o f those
under 30 said they would probably stay, and another 15
percent said there’
s a 50-50 chance they’
ll remain. But
slightly more than one-third o f those under age 30 said it is
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unlikely they will still live in the same community five years
from now. About 45 percent o f our under-30 respondents
said they plan to leave Montana.
Since the action was in that younger crowd, we took a
closer look at that group. About half o f our respondents
under age 30 planned to leave Montana, including young
people in the relatively prosperous Billings, Bozeman, and
Helena areas. About 40 percent o f the young people in
southeastern Montana - a more rural region - planned to
leave. Many o f the young people there are American Indians;
their ties to family and community are strong, even though
there are severe economic shortcomings. A similar number of
young people in Flathead County planned to leave in the
coming years; only about a third o f Missoula C ounty’
s young
people said they will leave.
But why do so many o f our young people plan to leave?
About 40 percent mentioned the need to improve their
economic lot (Figure 3). About 30 percent said they were
going to school or finishing school. Most troubling were the
one in five who said they just wanted to get away.
It’
s not aimless wandering, though. The young people who
planned to leave had definite destinations in mind, almost
always to places “
up the urban hierarchy.”Young people in
Jordan wanted to move to Miles City, where the young
people planned moves to Billings, where young people were
en route to Denver or Minneapolis. Those in Chinook were
headed for Havre, Havre for Great Falls, Great Falls for
Minneapolis. D illon’
s young people were bound for Butte,
Butte for Missoula, Missoula for Seattle. Western Montana
respondents overwhelmingly mentioned the Seattle-Portland
area or a warmer climate as destinations o f choice. Eastern
Montana respondents listed warmer climates and western
Montana. O f the young people planning moves to eastern
Montana, the primary destinations were Billings and Great
Falls.
About 30 percent o f the younger people surveyed men
tioned other cities in the United States: frequently Denver,
Minneapolis, and the East Coast. They wanted to experience

ON THE MOVE

big-city life, as young people have for decades really. We
expect our children to leave for a period o f time. Gladly, our
surveys show that half o f the people moving to Montana
from other states were Montanans at some earlier point in
their lives. So it’
s important to know what draws people to
our communities - what characteristics we need to preserve
and build upon so they’
ll come back home someday.
And why do some young people stay in Montana? More
times than not, it’
s because their family is nearby and the
family connection is strong (Figure 4). However, with the
aging o f M ontana’
s population, particularly in rural areas,
those ties will loosen or be lost. One in five respondents said
they were staying in Montana for jobs. About 15 percent said
Montana’
s just such a nice place to live that they didn’
t want
to leave; nearly all of these respondents intended to stay in
the state for the foreseeable future. Still others were staying
in state for schooling, then planned to leave.
The remainder o f our respondents cited their affection for
Montana’
s rural character and natural amenities; almost a
quarter o f the respondents under age 30 mentioned the
importance o f a rural atmosphere and scenic surroundings.
Outdoor recreation was cited by about 15 percent, while 10
percent mentioned their family ties and that M ontana’
s“
a
nice place to live.”Economic opportunity was not a factor;
there was no difference between those who planned to leave
and those who said they were staying (Figure 5).
What do young people dislike about Montana? Over
whelmingly, the under-30 crowd said they dislike the “
ad
verse social climate”(Figure 6). There aren’
t enough social
outlets for residents under the age o f 21. They are too young
for the bars and too old for high-school events. And with
bars and schools such dominating social institutions in many
Montana towns, this age group is essentially excluded from
the fun. Even in the larger urban areas —Billings, Great Falls,
and Helena - the adverse social climate was the chief source
of discontent. I sometimes use the world “
social Siberia”to
describe the adverse social climate, although that has caused
at least a few misunderstandings. Once, an irate talk-show
listener in North Dakota called during an interview and told
me in no uncertain terms that North Dakota was not a
communist state.
Also considered part of the adverse social climate,
according to our respondents:
“
Everyone knows what everyone else is doing.”
“
The town fathers don’
t like young people.”
“
Small-town politics.”
Twelve percent of respondents said the quickening pace of
growth in some parts o f the state is a negative; these respon
dents generally lived in more prosperous parts of Montana. A
similar percentage mentioned the lack o f economic opportu
nities; they tended to come from less prosperous areas.
Adverse climate conditions - the cold and wind - were
mentioned by about 10 percent o f the young people.
We also asked people under age 30 why they moved to the
community where they now live. Better economic opportu
nity and schooling were the predominant reasons, with nearly
all of the respondents living in the faster-growing parts of

Figure 4
What is Your Primary Reason
for Staying in Your Community?

Source: Bureau o f Business and Economic Research,
The University o f Montana-Missoula, 2002.

Figure 5
What Do You Like Most About
Your Community?

Source: Bureau of Business and Economic Research,
The University o f Montana-Missoula, 2002.
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Figure 6
What Do You Like Least About
Your Community?

Figure 7
Why Did You Move to Your
Current Community?

Source: Bureau o f Business and Economic Research,
The University o f Montana-Missoula, 2002.

Source: Bureau o f Business and Economic Research,
The University o f Montana-Missoula, 2002.

Montana (Figure 7). We found very few young people who
had recently moved to slower-growing regions.
So what would it take to convince those who recently
moved within Montana to return home? “
Hell freezing over”
and other similar cliches were mentioned by about half o f our
in-state movers, particularly among those who now live in
Missoula, Helena and Billings. About one in five said they
would move home to deal with a family emergency or tragedy
- sick or dying parents, a divorce and the like. O n the other
hand, about a quarter o f those interviewed said a good
paying job might entice them to return home, although these

respondents were not originally from rural eastern Montana.
So what have we learned by talking with our state’
s
younger residents? What are the lessons? First, we must be
mindful that young people consistently said they liked the
rural character, natural amenities, and outdoor recreation
opportunities in their home communities. Any economic
development efforts that detract from these characteristics
could influence our children’
s willingness to return to
Montana. In our survey o f northern Great Plains residents,
the smell and pollution from factory farms was one o f the
reasons young people left home.
Realize, too, that many small towns in Montana are
disappearing, and that efforts to keep them viable will be
futile. A growing number o f Montana counties have more
deaths than births each year, a phenomenon North Dakota
Sen. Byron Dorgan calls “
Four Funerals and a Wedding.”
Without new young people in our communities, schools will
close - and schools are the glue that keep communities
intact.
Finally, w e’
ve got to recognize that half our children are
going to leave anyway. That’
s what children do. What we
must d o is to make sure they leave with good feelings
toward their hometown and state, so they’
ll want to come
back to Montana to raise their own children - and our
grandchildren. □

Som e young people insist they w on’
t move home
to rural Montana unless . . . .

16

Montana Business Quarterly/Summer 2003

James T. Sylvester is an economist at The University of
Montana’
s Bureau o f Business and Economic Research.

MBA PROGRAM

MBA Program Reaches
Two More Montana Towns
by Amy Joyner

T

welve students —six each in Dillon
are delivered via two-way, digital
and Havre —have enrolled in the
video. Students in all eight cities will
...whether earned
first master o f business administration
communicate with instructors and
on or off campus, a
courses ever offered in their towns.
fellow students in a real-time, on
Through this extension o f The University
screen format.
master s o f business
of Montana’
s geographic reach, these 12
Threaded discussions on the
administration has
students are the first “
cohort class”o f offInternet provide yet another platform
proven a worthwhile
campus MBA candidates at UM-Westem
for learning, as they stimulate peer
and UM-Northem.
dialogue in a digital classroom. The
endeavor for those
The cohort model enrolls students as
same instructor who teaches a
seeking career
a group, with additional students not
daytime section o f a graduate course
eligible for admission for two years,
at UM generally teaches the same
advancement, higher
explained Clyde Neu, MBA program
course during the evening for
earning potential,
director for UM’
s School o f Business.
statewide transmission.
With the addition of Dillon and
and increased
Neu said that whether earned on
Havre, Neu will oversee the delivery of
or off campus, a master’
s o f business
mobility within
evening and weekend courses on college
administration has proven a
their chosen field.
and university campuses in eight
worthwhile endeavor for those seeking
Montana cities, including existing
career advancement, higher earning
programs in Billings, Bozeman, Butte,
potential, and increased mobility
Great Falls, Helena, and Kalispell. For
within their chosen field.
more information on the off-campus MBA program, see
One o f the six students enrolled in Dillon is Debbie
“
Learning by Remote: Off-campus MBA Program a Hit,”in
Huber, who oversees franchise contracts for Great Harvest
the summer 2002 issue of the Montana Business Quarterly.
Bread Co. bakeries across the nation. Huber is no stranger
“
Extending our existing program is economically feasible
to UM’
s off-campus MBA program, as she was enrolled in
because we are able to recruit a critical mass o f students via
the Butte program from 1996 to 1997. The birth o f her first
the cohort model,”Neu said.
child prompted her decision to attend classes via two-way
In addition to reaching the minimum threshold o f six
video, she said. “
I just couldn’
t justify spending two hours in
students per town, Neu said the program became more
the car getting to class.”
viable when all 12 students agreed to attend an orientation
Now that Huber is working only 32 hours a week and
in Missoula this August to interact with instructors and
has minimal travel requirements in her job, she is ready to
fellow MBA students.
again pursue her MBA. She’
s excited to finish her degree
Another condition o f enrollment was that any time a
closer to home; the infrequent trips to Butte will pose no
UM professor travels to a remote location to present a class,
problem. A graduate o f Great Falls High School, Huber
the students also will travel there, saving time and money
earned a degree in economics in 1991 from Amherst
for the university. Havre students will travel to in-person
College in Massachusetts. □
evening courses in Great Falls at the Montana State
University College o f Technology; Dillon students will travel
to Montana Tech in Butte when a professor from UMAmy Joyner is a writer and a publications assistant at The
Missoula is on campus for a class.
University of Montana Bureau o f Business and Economic
With the technology available at UM’
s Gallagher
Research.
Business Building and the off-campus sites, students can
complete course requirements in two to three years. Courses
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Population Patterns
by Paul E. Polzin

T

number for 2000-2002 is an increase o f 7,300.
he U.S. Census Bureau just
It takes but a quick glance at the remainder of
released new population estimates
Relatively fastTable 1 to identify the primary cause o f the
for the state o f Montana and each o f its 56
growing counties in
decline: There was significantly more net incounties. In 2002, Montana’
s population
migration in the 1990s than there is today. Net
was estimated at about 909,500, up from
the 1990s were also
in-migration totaled about 12,300 people
the 902,195 reported in the 2000 Census
relatively
during the 1990-92 period. Between 2000 and
o f the Population. From 2000 to 2002,
2002, net in-migration was only 1,600 people.
fast-growing 10
then, the population growth rate was 0.8
There are always many factors affecting
percent.
years later.
mobility and migration. But it now appears the
Several patterns begin to emerge as we
severe recession that hit southern California in
compare the current population growth to
the early 1990s caused many people to flee to
that o f 10 years ago, in the early 1990s.
other Western states in search o f employment.
First o f all, the overall rate o f population
The mid- and late 1990s saw a rebound in southern
growth between 2000 and 2002 was much less than that
California’
s economy and a corresponding reduction in the
reported from 1990 to 1992. Secondly, when we examine
exodus. You can read more about the influx o f Californians
Montana’
s counties in terms o f their relative population
and what it did to the political make-up o f Montana and
growth, most o f the areas that showed rapid growth 10 years
other Western states in “
How the Mountain West was Won
ago continue to set the pace today.
by the GOB”Montana Business Quarterly, Winter 2002 (Vol.
The trend toward slower overall population growth is
40, No. 4).
examined in Table 1. Between 1990 and 1992, Montana’
s
population grew by 22,800 people. The corresponding

Table 1
Components off Population Change,
Montana, 1990-1992 and 2000-2002
Births

Deaths

1990-1992

22,800

26,300

15.800

12,300

2000-2002

7,300

24,500

18.800

1,600

Source: U.S. Census Bureau.
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Table 2
Montana Components off Population Change: April 1, 2000 to July 1, 2002
April 1, 2000
to July 1, 2002

April 1, 2000
to July 1.2002

C en su s

B ir t h s 1+1

D e a t h s [-1

N e t M ig r a t io n K+l

[=] E s t i m a t e

902,195

24,461

18,760

1,557

909,453

April 1,2000

MONTANA

Beaverhead
Big Horn
Blaine
Broadwater
Carbon
Carter
C ascade
Chouteau
Custer
Daniels
Dawson
D eer Lodge
Fallon
Fergus
Flathead
Gallatin
Garfield
Glacier
Golden Valley
Granite
Hill
Jefferson
Judith Basin
Lake
Lewis and Clark
Liberty
Lincoln
M cCone
Madison
Meagher
Mineral
Missoula
Musselshell
Park
Petroleum
Phillips
Pondera
Powder River
Powell
Prairie
Ravalli
Richland
Roosevelt
Rosebud
Sanders
Sheridan
Silver Bow
Stillwater
Sw eet Grass
Teton
Toole
Treasure
Valley
Wheatland
Wibaux
Yellowstone

9,202
12,671
7,009
4,385
9,552
1,360
80,357
5,970
11,696
2,017
9,059
9,417
2,837
11,893
74,471
67,831
1,279
13,247
1,042
2,830
16,673
10,049
2,329
26,507
55,716
2,158
18,837
1,977
6,851
1,932
3,884
95,802
4,497
15,694
493
4,601
6,424
1,858
7,180
1,199
36,070
9,667
10,620
9,383
10,227
4,105
34,606
8,195
3,609
6,445
5,267
861
7,675
2,259
1,068
129,352

225
646
269
58
154
9
2,112
59
274
25
173
171
43
313
2,101
2,032
27
539
16
47
624
162
43
779
1,562
47
421
33
134
66
99
2,754
88
378
11
63
138
36
129
20
869
218
463
363
206
60
811
172
89
127
125
17
180
73
29
3,779

191
254
110
159
256
49
1,704
211
344
52
246
271
49
377
1,536
898
21
297
34
63
309
133
10
749
961
47
483
51
142
56
77
1,453
182
380
23
126
205
55
154
37
641
233
282
139
199
154
1,002
147
91
181
118
33
132
56
23
2,574

April 1, 2000
to July 1, 2002

-227
-177
-273
82
225
23
-1,376
-252
-285
-23
-273
-248
-116
-151
2,204
2,241
-55
-383
39
49
-616
346
-89
371
237
-121
-110
-132
162
-1
-103
999
7
75
19
-217
-125
-10
-110
8
1,570
-387
-307
-334
133
-213
-1,012
200
16
-76
-171
-60
-341
-112
-28
1,065

July 1, 2002

9,009
12,886
6,895
4,366
9.675
1,343
79,389
5,566
11,341
1,967
8,713
9,069
2,715
11,678
77,240
71,206
1,230
13,106
1,063
2,863
16,372
10,424
2,273
26,908
56,554
2,037
18,665
1,827
7,005
1,941
3,803
98,102
4,410
15,767
500
4,321
6,232
1,829
7,045
1,190
37,868
9,265
10,494
9,273
10,367
3,798
33,403
8,420
3,623
6,315
5,103
785
7,382
2,164
1,046
131,622

Source: Population Division, U.S. Census Bureau, April 29, 2003.
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Table 2
Fastest-Growing Counties, Population
Montana, 1990-1992 and 2000-2002
----1990-1992----

2000-2002----

Rank

County

Percent
Change

1

Ravalli

10.0%

Ravalli

5.0%

2

Gallatin

7.1%

Gallatin

5.0%

3

Broadwater

6.4%

Jefferson

3.7%

4

Flathead

6.0%

Flathead

3.7%

5

Lake

4.8%

Stillwater

2.7%

6

Missoula

4.6%

Missoula

. 2.4%

7

Lewis and Clark

4.3%

Madison

2.2%

8

Jefferson

4.2%

Yellowstone

1.7%

9

Yellowstone

4.0%

Big Horn

1.7%

10

Mineral

4.0%

Lake

1.5%

County

Percent
Change

Source: U.S. Census Bureau.

The data in Table 1 also illustrate some o f the fundamen
tal demographic changes in Montana’
s population. For
example, the decline in the number of births between 199092 and 2000-02 reflects the end o f the “
baby boomer echo,”
which includes the children o f the post-war baby boom. This
steady decline in births is one o f the reasons many areas of
the state are experiencing precipitous declines in school
enrollment. The number o f deaths also increased over this
10-year period, another reflection o f the inevitable aging of
the post-war baby boom.
Table 2 illustrates the second population trend: Relatively
fast-growing counties in the 1990s were also relatively fast
growing 10 years later. For example, three o f the top four
counties (Ravalli, Gallatin, and Flathead) are the same on
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both lists, and seven o f the top 10 (plus Jefferson, Lake,
Missoula, and Yellowstone) are repeats. In all cases, however,
the population growth rates in 2000-02 were much less than
in 1990-92.
We haven’
t conducted a detailed analysis o f all the
counties, but we think the reason Lewis and Clark County
dropped out o f the fast-growing group may be related to
slower growth in government. The acceleration in Stillwater
County almost certainly reflects the expansion at the
platinum-palladium mine near Boulder.Q
Paul E. Polzin is director o f The University o f MontanaMissoula Bureau o f Business and Economic Research.
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